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Introduction
In the continuing situation, the worldwide corona virus epidemic has become a part of everyday life.
Tourists who have been infected with the Covid-19 virus, both non-vaccinated and vaccinated, have
been forced to reconsider their travel choices, and the danger associated with that decision is directly
tied to perception and behaviour. The way people think and act about things like travel patterns,
destination preferences, living standards, health, and hygiene, and so on. In the ongoing uproar
produced by the covid-19 pandemic, tourists' travel behaviours and perceptions are critical in
determining and changing destination preferences, as well as the length of stay at a certain destination
(Banos-Pino et al., 2021). In this climate of uncertainty, tourism marketers must have a solid awareness
of all the important aspects that promote and restrict travel in order to develop strategies that will help
attract passengers during and after the pandemic. Furthermore, it is critical to evaluate the significance
of attitude determinants in travel decisions, as an anticipated 'new normal' during and after the
pandemic may call into question certain assumptions about travel behaviour that have previously been
assumed (Kock et al., 2020). Many tourism studies have focused on health risk perception as one of
the travel-related risk factors (Fuchs & Reichel, 2006; Larsen et al., 2011; Reisinger & Mavondo,
2005; Reisinger & Mavondo, 2006). Studies in health psychology have found a link between risk
perception and protective action. Individuals who perceive a higher health risk are more likely to avoid
travel and work to lower their risk (Chien et al., 2017). Tourists' willingness to travel lowers when
they perceive risk. As a result, they are more likely to postpone or cancel travel plans to places they
consider unsafe (Pizam & Mansfeld, 2006; Sonmez & Graefe, 1998). The Protection Motivation
Theory can explain this occurrence. According to the theory, people's attitudes and behaviours can
change depending on the severity of the incident, the risk of being exposed to danger, the effectiveness
of preventive measures, and their self-efficacy perceptions. Furthermore, the theory first determines
how likely the risk threat is to occur and then assesses the steps taken in light of the threat's severity
(Maddux & Rogers, 1983). As a result, if tourists believe they will face these risks in the destinations
they intend to visit and find the preventive measures insufficient, they may postpone or cancel their
trip. Roehl and Fesenmaier (1992) discovered a major categorization of travellers based on their risk
perception. In leisure travel, they found three risk groups: risk-neutral, functional risk, and place risk.
The risk-averse group, as expected, continues their journey regardless of the circumstances. Travelers
in the functional risk category perceive greater physical and equipment risk and travel in small and
large groups. Vacations and destinations are considered risky by the place risk group. As a result,
individuals are more likely to return to places they have already been and prefer to spend their
vacations visiting relatives and friends. Risks cannot be avoided in today's global environment
(Fletcher et al., 2013). As a result, while tourist behaviour has changed to some degree, the fact that
they consider the places to be risky has not yet deterred individuals from pursuing their desire to travel.
Indeed, despite recurrent crises and regional decreases, international tourism has steadily increased
over the years until COVID-19 exploded (UNWTO, 2021). Despite the fact that the world has seen
large-scale outbreaks such as SARS, Avian influenza, Swine influenza, MERS, Ebola, and Zika
viruses, the ongoing COVID-19 pandemic had/has an economic, sociological, psychological, and other
impact (Baum & Hai, 2020; Dube et al., 2020; Gossling et al., 2020; Gretzel et al., 2020; Hall et al.,
2020; ILO, 2021). International visitor arrivals fell by 73 percent in 2020, and the steep downturn
continued in 2021, with a reduction of 87% (UNWTO, 2021). Travel and tourism as an essential
component of global mobility has led to the rapid spread of the pandemic's (Hall et al., 2020).
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Nonpharmaceutical measures, such as aircraft cancellations, travel bans and limitations, home
isolations, obligatory testing, quarantines, and border controls, were implemented first after COVID19 (Gossling et al., 2020). Different vaccinations have since been developed, rolled out, and distributed
in a number of countries. However, because tourism is such a sensitive business, the global impact on
tourism continues to be severe, as effective vaccinations take time to develop and widespread
immunization is taking longer than projected (UNWTO, 2021). Furthermore, there are still insufficient
vaccines for the entire planet, and the virus's variations have been expanding over time, making it
impossible to build a vaccine that is compatible with all mutants. Furthermore, certain countries'
borders remain closed, or quarantine responsibilities persist after international travel to specific places,
implying that even if travellers wish to travel overseas, they do not have the right to do so. The COVID19 pandemic and accompanying quarantine procedures have cost tourism service providers,
transportation firms, and state budgets a lot of money (Gossling et al., 2020).
Literature Review
Although coronaviruses were first detected on the globe in the 1930s and in humans in the 1960s (Ye
et al., 2020), the latest form of the virus, Severe Acute Respiratory Syndrome Coronavirus 2
(SARSCoV2), has piqued researchers' curiosity. Coronavirus Disease 2019 (COVID19) is a virus that
was first discovered in December 2019 in Wuhan, Hubei, China. Since then, the virus has spread
swiftly throughout the world. On January 13, 2020, Thailand reported the first worldwide case of
COVID-19 (Andersen et al., 2021). Understanding visitor behaviour is critical for the tourism
industry's growth, as it aids in tourist destination selection, appraisal, and future tourist behaviour
intentions. Travel behaviour refers to a traveler's complex decision-making process during a trip, which
includes selecting a mode of transportation, a route, a departure time, and a destination, among other
things (Li et al., 2019). Consumers are distinct individuals with a diverse set of behaviours impacted
by both internal and external factors. Internal elements (motivation, attitudes, beliefs, and so forth)
interact with environmental factors to produce tourist behaviour (economic environment, security,
socio-cultural environment, etc.) Caldito et al., 2015). When clients make a purchasing decision, they
will think about the dangers involved. Risk perception influences consumer behaviour, which in turn
influences purchase decisions. In the tourism industry, five significant risk factors were identified: war
and political instability, terrorist attacks, criminality, natural disasters, and health issues (Chebli et al.,
2020). When the Middle East Respiratory Syndrome (MERS) outbreak in South Korea was first
reported in 2015, those who were able to adjust their lifestyle modified their daily routines and
travelled more. Fear of a pandemic disease can have a considerable impact on travel behaviour (Kim
et al., 2017). Risk perception, trait anxiety, and social influence all had a substantial impact on the
frequency of in-store purchases, eating out, and leisure activities in the Kanto Region of Japan. Risk
perception influenced travel behaviour considerably during the COVID-19 outbreak in the United
States (Irawan et al., 2021). According to a recent study conducted in Budapest, Hungary, demand for
public transportation has declined by about 80%, while car usage has surged from 43% to 65%
(Bucsky, 2020). According to a study done in Turkey (Yldrm et al., 2020), avoiding public
transportation was one of the most widely adopted preventative behaviours during COVID-19.

https://scholarworks.gvsu.edu/jti/vol12/iss1/5
DOI: 10.9707/2328-0824.1253

2

Raina et al.: Impact of COVID 19 on Travel Behaviour, J&K, India

Tourists’ travel risk perception
The examination of how tourists interpret the concepts of danger and safety is one global problem of
interest in tourism. Roehl and Fesenmaier (1992) divided tourists into three groups based on their risk
perceptions: operational risk, neutral risk, and place risk. The probability of organisational equipment
and mechanical difficulties is the basic foundation of tourism-related hazards for tourists with
functional risk categories. Tourists in the neutral risk category are unconcerned about any potential
risks associated with tourism or the place. Tourists in high-risk groups, on the other hand, are
considering visiting dangerous regions. A study by Pizam et al., (2004) looked at travelers’ danger
while on the road. Similarly, Roehl and Fesenmaier (1992) stated that risk affects people's perceptions
of their decision-making processes, especially when the decisions' results are uncertain. Risk elicits
emotions such as worry and fear, which have unclear implications and inhibit people from making
travel decisions (Reisinger & Mavondo, 2006 ). The evaluation of a scenario about the risk of making
travel decisions in destinations is referred to as travel risk management.
Behaviour Change
The COVID-19 pandemic, according to Romagosa (2020), has already had a substantial influence on
tourism, causing considerable changes in transportation, social behaviour, consumption patterns, and
leisure. This is predicated on the hypothesis that as social and environmental concerns rise (Lew,
2020), post-crisis tourists will prefer sites closer to their homes. Many potential visitors may view
adjacent places as less risky in a climate of increased instability and uncertainty, especially if their
purchasing power has been impacted by the pandemic-related economic crisis. Furthermore, based on
the scenario in the second quarter of 2020, significant limits on international long-distance travel are
expected to be enforced for some time. One of the repercussions of the COVID-19 crisis, according to
Romagosa and Cabello et al., (2020), has been the increase in proximity tourism, whether within a
country (i.e., domestic tourism), in a region, or in some sections of the border territories between one's
home country and neighbouring ones. Vacations may have been cut short, with vacations lasting only
a day, a few days, or a week. Parents, classmates, the media, important economic and social events,
and popular culture all have an impact on each generation, forming shared value systems that set them
apart from people of different ages. Every generational cohort has a shared cultural worldview and
standards (Noble & Schewe, 2003) as well as a collective memory (Schuman & Scott, 1989). This is
strengthened when threats such as an epidemic, natural or man-made disasters, or terrorism bring
attention to the safety and security of travellers (Rittichainuwat & Chakraborty, 2009; Fuchs &
Reichel, 2006). As a result, perceived risk may influence travel behaviour (Reichel et al., 2007) and
travel intention (Floyd et al., 2003). This is particularly true in the case of disease, which is closely
linked to changes in travel plans (Kozak et al., 2007). International travel in the Asia–Pacific region
was impacted a few years ago by serious and sad occurrences like the SARS pandemic. McKercher
and Chon (2004) found that the perceived risk of SARS had a greater impact on tourists' behaviour
than the disease itself, and that this effect was observed not only in countries where SARS cases had
been reported but also in countries bordering countries where no infections had been reported.
Perceived risk is the strongest predictor of the propensity to avoid travel, according to Cahyanto et al.,
(2016). Tourists make judgments based on these (biased) risk perceptions (Roehl and Fesenmaier
1992), which may or may not reflect the real situation at the location (Fuchs & Reichel 2006). Floyd
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et al., (2003) created a four-dimensional risk perception measure. The first dimension has to do with
the risk of travel. Because travel is one of the activities most exposed to global risk variables, this
perceived travel risk is critical in the tourist industry (Ritchie, 2004). The second factor, perceived
safety risk, is linked to safety concerns, which have a significant impact on tourist decision-making
(Seabra et al., 2013). Distance perception is the third dimension when comparing international and
domestic travel. This geographic effect will encourage post-crisis tourists to visit sites that are closer
to their homes (Lew, 2020). A lack of public health infrastructure, a large population, and a large
geographic area led to the impact of the COVID-19 pandemic on low- and low-middle-income nations
like India. Even though the Indian government implemented the most strict and rapid statewide
lockdown to prevent community transmission, India now has the second largest number of cases
registered (Pai et al., 2020). In addition, the long lockdown made the people who live there feel even
more uncomfortable (Dubey et al., 2020). In the aftermath of COVID-19, this pilot study intends to
provide a form of reflection by assessing intentions for change in tourist behaviour. After a crisis,
predicting the behaviour of tourism consumers is particularly difficult (Vo Thanh, 2006). As a result,
an empirical study was conducted to better understand the sensitivity of tourists confronted with a
health crisis like Covid-19, with the goal of gathering data from travellers to identify any potential
changes in their consumption because of COVID-19. From a time, viewpoint, the evolution of these
behaviours was also investigated. Preconceptions formulated by researchers in their published work
(Gossling et al., 2020; Higgins-Desbiolles, 2020; Hoque et al., 2020) and concerns expressed by
tourists on social media about the general perception of the impacts of COVID-19 on tourists formed
the basis of the hypotheses of the present study. As a result, following the COVID-19 problem, for
their next journey:
H.a. Tourists will prefer to curtail the duration of their trip due to Covid-19.
H.b. Tourists will shun overpriced and overcrowded destinations.
H.c. Tourists will be more concerned than ever about the host destination's health care.
H.d. Tourists will pay very close attention to the host destination's sanitary (hygienic) standards.
H.e. Tourists will prefer domestic destinations over overseas destinations,
H.f. Tourists will choose to shop online.
H.g. Tourists will be increasingly concerned with the selection of travel insurance.
H.h. Tourists will avoid using public transportation (buses, shearing tempos, etc.).
H.i. Tourists will prefer to travel solo.
These hypotheses were tested through a survey and statistical analysis of the data.
Methodology
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This research is qualitative research. Two research methods were used to achieve the defined
hypotheses. The first was a questionnaire survey, and the second was a content analysis. Nonprobability sampling was thought to be the best way to get samples for this type of study at this early
stage of the investigation and before doing more research (Nonprobability Sampling, 2008).

Gender distribution of survey respondents
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Survey Respondents (Tourists ) (n=208)

Survey Instrument
A self-administered questionnaire was used as the survey tool. This choice made it possible to
interview a large number of people visiting Jammu & Kashmir during the unlocking phase of COVID19. The method of distribution was via the Internet (social networks) as well as in offline mode. The
questionnaire was divided into three sections. In the first section, factual questions were asked, which
made it possible to identify the socio-economic dimensions of the tourists studied. The second section
aimed to identify possible changes in tourist behaviour. A 5-point Likert rating scale was used, where
1 = not at all important, 2 = not important, 3 = no opinion, 4 = important, and 5 = very important.
Respondents were asked to rate the level of importance based on their judgment, but in the face of the
unknown, it is difficult to predict all the changes that will occur in the case of online. In the third
section, respondents were asked to answer an open-ended question about how their behaviour might
change. This was done to find new leads.
Selection of Study Variables
The decision was taken in two steps, the first of which was an examination of the available
documentation on the subject. Second, a content analysis of publications and opinions produced by
travellers in groups on social networks that were relevant to general concerns about the effects of
COVID-19 on perception and behavioural modification was conducted. Because it is more convenient
and less expensive than primary field data, the use of the web as a source of information in the
academic subject of tourism has proven to be a reliable alternative (Wood et al., 2013). Finally, nine
study variables were established, representing potential changes in visitor behaviour and perception
caused by COVID-19.
Sampling and Study Population
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A survey was conducted from the 1st of December 2021 to the 13th of February 2022 using a nonprobability method. A total of 208 travellers took part in the study, which was advertised on social
media. The survey's goal was to track and contribute to a better understanding of COVID-19's effects
on tourism. Furthermore, because this was a pilot study, the goal was to gather preliminary data and
better understand the likely effects of COVID-19 on tourist perception and behaviour change. Nonprobability sampling was thought to be the best way to get samples for this type of study at this early
stage of the investigation and before doing more research (Nonprobability Sampling, 2008).
Outcomes and Data Analysis
Non-Parametric Statistical Test of Chi-Square
First, the ordinal variable, which is coded using the Likert scale, is converted into a binary variable,
which has a value of 1 if the tourist values the variable studied and zero otherwise. "I don't have an
opinion." In our Bernoulli variable, a response is defined as a response that takes the value zero. By
comparing proportions between groups in the dichotomous categorical variable, the non-parametric
Chi square test of goodness-of-fit was employed to investigate changes in visitor behaviour. A
hypothesis test was conducted for each key hypothesis.
Hypothesis testing:
H0. No importance will be given.
H1. Considerable importance will be attached to a = 1%.
The Chi-square value obtained is compared to a 1% significance level. If the value obtained is greater
than the one predicted, the null hypothesis is rejected. Table 1 shows the variables that tourists value
the most, based on the results of a non-parametric Chi-square test of goodness of fit.
Table 1 shows the percentage and significance of behavioural change.

Ha

Hb

Hc

Test
hypotheses

Category

Observed Prop.

H0

Not
Important

23.38%

H1

Important

76.62%

Choose a less wellknown
Destination, where there
will be less crowed.

H0

Not
Important
Important

48.37%

Be informed about the
quality
of the health care system in
the

H0

Not
Important
Important

38.96%

Prefer to reduce the
duration of trip

H1

H1
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61.04%

Chi- Square

P-value

82.844

0.000*

59.695

0.000*

58.299

0.000*

6

Raina et al.: Impact of COVID 19 on Travel Behaviour, J&K, India

host destination

Hd

He

Hf

Check on the sanitary
conditions (hygiene,
cleanliness) of the host
destination

H0

Choose a destination
close to
Your region of origin
(proximity)
Choose online shopping

H0

H1

H1
H0
H1

Hg

H0
A carefully considered
choice of
your travel insurance

Hh

Hi

H1

Not
Important
Important

26.62%

Not
Important
Important

33.44%

Not
Important
Important

31.82%

Not
Important
Important

38.96%

73.38%

66.56%

68.18%

61.04%

Choose
travel
by
Private car over Local
Transport.

H0

Not
Important

48.37%

H1

Important

51.62%

Avoid group travel with
Friends Family, etc.

H0

Not
Important
Important

23.38%

H1

76.62%

149.240

0.000*

93.688

0.000*

107.357

0.000*

58.299

0.000*

59.695

0.000*

82.844

0,000*

Note: * Significant difference at 0.01%.

However, the value calculated for the alternative hypothesis H1 for each of the main hypotheses Ha
(Chi-square = 23.844, p = 0.000), Hb (Chi-square =59.695, p = 0.000), Hc (Chi-square = 58.299, p =
0.000), Hd (Chi-square = 149.240, p = 0.000), He (Chi-square = 93.688, p = 0.000), Hf (Chi-square =
107.357, p = 0.000), Hg (Chi-square =58.299, p=0.000), Hh (Chi-square =59.695, p = 0.000), Hi (Chisquare =82.844, p = 0.000), is below a significance level of 1%. As a result, the alternative hypothesis
(H1) for these hypotheses is accepted.
Out of the 208 tourists who answered the questionnaire, 116 answered the open-ended question: "In
addition to the changes mentioned above, do you think you will change anything else in your tourism
behaviour? This represents a response rate of 37.6%. A statistical representation of the content was
established using the Alyze software, based on the verbatim reports of the respondents. Table 2 is a
frequency table of terms, which allowed to identify the most recurrent expressions, indicated by the
respondents.
Table-2. Frequency table of terms with most recurrent expressions indicated by the respondents
Expressions
Weighted (%)
Gross density (%)
Occ.
S. No.
1.

Social distancing

0.89

1.42

8

2.

Covid-19 testing

0.89

1.42

8

Published by ScholarWorks@GVSU,

7

Journal of Tourism Insights, Vol. 12 [], Iss. 1, Art. 5

3.

Avoid people as much as 0.84
possible

1.89

7

4.

Less money spent

0.82

0.95

7

5.

Limit bus travel

0.82

0.95

7

6.

Avoid food outdoors

0.82

0.95

7

7.

Reduce
budget

travel 0.74

1.26

7

8.

Wear a mask

0.6

0.95

7

9.

Vaccination available

0.6

0.95

7

10.

Not dining out

0.57

1.26

7

11.

Reduce impact on the 0.55
environment

1.26

7

12.

Look
for
information

more 0.55

1.26

7

13.

Avoid peak season

0.47

0.95

3

14.

Crowded places

0.47

0.95

3

15.

Pay more attention

0.47

0.95

3

16.

Checking
updates

covid 0.47

0.95

3

my

the
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17.

SOPs

0.3

0.63

2

18.

Air travel low-cost

03

0.63

2

19.

Sanitizers

0.3

0.47

3

This content analysis enabled the substance of the responses to be analysed and key words to be
identified. The widespread use of these terms could also refer to the potential changes in tourist
perceptions and behaviours as a result of this health issue. The gross density and weighted indices in
Table 1 reveal that, statements such as "less money spent" (0.82) or "lower my travel budget" (0.74)
pertain to the financial element; where, "travel more environmentally" (0.6) and "reduce the influence
on the environment" (0.55) refer to travel behaviours. Additionally, idioms such as "avoid food
outdoors" (0.82) and "do not dine out" (0.57) allude to eating habits, but "avoid the peak season" (0.47)
refers to the peak tourist season. The expressions "seeking additional information" (0.55), "checking
for covid-19 updates" (0.47), "wearing a mask" (0.95), "Social Distancing" (0.89), and "Covid-19
Testing" (0.89) are likewise the most frequent, appearing in the majority of tourist responses.
Discussion
Intentions Regarding Changes in Tourism Behaviour
Choosing a Close Destination
With a percentage of 66.56%, the response to the question, whether tourists will pick a location closer
to their home region in the future, appears to be negative. This finding implies that the COVID-19
outbreak has had little effect on people's inclination to leave their homes and travel across borders.
The pandemic doesn't seem to be instilling a drive to learn. This finding also shows that if travel
restrictions are eased, long-distance travel will resume, which is good news for the tourism industry.
Tourists' willingness to travel continues to be encouraging, even though they are "a little more careful
and sensitive" to the recovery. Some preventative mechanisms, such as wearing a mask or disinfecting
gel, and avoiding crowds, appear to be reflected in people's behaviour, as seen in Table 1. In light of
this readiness to go despite concerns, industry officials should work to increase visitor confidence by
improving sanitation and tightening disinfection procedures (means of transport, tourist attractions).
They could also encourage them to travel more by making visas for temporary tourism more accessible,
making use of more digital procedures, electronic visas, and avoiding delays and interactions with
large groups of people. Another idea is to provide tour operators with a variety of credit formulae at
favourable rates. The previous study by Li et al., (2021) supported and indicated that tourists’
behaviour due to the COVID-19 Pandemic leads to a negative relationship between travel distance and
tourism demand. Tourists prefer those destinations close to home after experiencing the pandemic.

Published by ScholarWorks@GVSU,

9

Journal of Tourism Insights, Vol. 12 [], Iss. 1, Art. 5

Selecting a Lesser-Known Location
Many travellers think that their next vacation should be to a less popular location. Table 1 shows that
51.62 percent of those polled believe this is a critical decision. It may be argued that this decision is
the result of a combination of psychological reasons, such as anxiety and worry, fear of being
contaminated or of contracting a disease by finding oneself among a crowd of strangers whose health
status is unknown. Traveling to less congested regions, as the results demonstrate, may be the next
trend. This desire to get away from the crowds in an unusual destination could be an opportunity for
new destinations to arise, whose managers could leverage this condition to sell themselves and
establish a unique and unusual destination image. Rural tourism may be a viable option in the future.
This situation can also be understood as a desire on the part of travellers to abandon mass tourism
activities, and hence as a forerunner to the end of mass tourism. Overtourism-affected cities should
adapt to the new requirements by rethinking their economic model, moving toward a softer economy,
and putting an end to mass tourism, possibly through measures such as a daily visitor quota. Managers,
on the other hand, could take advantage of this chance to start a new job in more responsible tourism.
Kulkarni et al., (2021) tourists are likely to choose lesser-known destinations where they perceive the
least chances of getting infected by COVID-19.
Traveling in a Groups
According to the findings of the survey, the COVID-19 will have an impact on tourists' willingness to
travel in groups and their willingness to purchase tour packages. The fear of being trapped in a closed
space (bus, boat, etc.) can explain the strong agreement of 76.62% of respondents to temporarily halt
group travel in the present study. This stance is also a state of mind after being confined to their houses
for months during COVID-19. People would have a great yearning for independence, free will, and
control throughout this time period. Individual independence is limited and subject to the limits of a
planned programme. This conclusion is similar to (Wen et al., 2020) who observed that travel patterns
can lead to solo travel or small group tours, fewer group meals, undertourism destinations, and
diversity such as unique outdoor activities, smart tourism, and nature-based travel.
The destination's sanitary condition and quality of care
The COVID-19 pandemic has elevated the need for sanitation and public health care. Table 1.
According to the findings of this poll, one of the key consequences of this health catastrophe is a lack
of hygiene and health knowledge. This suggests that, for their next trip, travellers will be more
concerned about the cleanliness of airports, public spaces, hotels, restaurants, tourist attractions, and
daily necessities, among other things, as well as the destination's access and care quality. 73.38% of
tourists showed their interest regarding the destination's sanitary condition and quality of care as very
important. As a result, health standards and the functioning of the host destination's health system
become influencing elements in travel decisions. According to the World Health Organization (WHO),
people do not prefer certain parts of Asia and Africa for safaris, hiking, and other adventures owing to
their weak health systems and poor hygiene standards. The spread of COVID-19 has increased the
travel risk and thus greatly affected the travel decisions of tourists and their perceptions of safety and
hygiene (Wen et al., 2020). The results of this study align with the previous study, which stated tourist
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attitudes regarding health and hygiene are viewed as essential factors in boosting destination
competitiveness and attracting tourists (Williams & Bala, 2013; Frost et al., 2019).
Travel Protection Insurance
Purchasing travel insurance is not always a priority. According to Hajibaba et al., (2015) purchasing
travel insurance is not always a priority. Tourists are sometimes hesitant to purchase travel insurance,
either due to ignorance or a desire to save money. Table 1 shows that, following the crisis, this
indifference will change as tourists will no longer be willing to take risks. The great desire of
respondents (61.04 percent) to make informed decisions on proper travel insurance for their future
trips could be related to a variety of causes (external and internal). As the number of epidemics caused
by infectious diseases has increased fivefold in a few decades, what is happening now has the potential
to happen again, albeit on a temporary basis (Bedford et al., 2019). In a connected world, epidemics
don't stay localized; they spread to neighbouring countries. Individuals are not immune. There is a fear
of being in a severe situation owing to an unanticipated health condition or infection on one's next trip
and having to pay exorbitantly costly treatment costs in a foreign nation. Additionally, feedback from
people who booked trips before the crisis (hotel reservations, ticket sales) and found themselves losing
a significant amount of money due to trip cancellation and interruption insurance is a factor in boosting
awareness. On the other hand, the dissatisfaction of travellers who have purchased non-refundable or
non-changeable tickets from low-cost airlines. These travellers are at a disadvantage because they do
not have flight cancellation insurance (Table No. 1). The study's results were also backed up by
previous research (Rahman et al., 2021) that said tourists can buy travel insurance when they book
trips to make sure they are covered in case they get sick, including COVID-19.
Preference for online shopping
According to the findings of this poll, it suggests that for their next trip, travellers will be more
concerned with online shopping than shopping at the tourist destination. 68.18% of respondents
strongly agreed regarding going for online shopping rather than preferring shopping at the selected
destination due to the threat of the COVID-19 pandemic. As a result, tourists who are on a trip to Jammu
and Kashmir will avoid shopping in the busy markets of J & K. According to Jilkova and Kralova
(2021), Baby Boomers played a significant role in the e-commerce growth during the second wave of
COVID-19. They found out that 43% of all their respondents had purchased online since the pandemic
appeared. In terms of teleshopping, studies have shown that the more months spent on the internet, the
greater the frequency of online shopping and the more money spent (Joewono et al. 2019).
Prefer to reduce the duration of trip
According to the data analysis of this study, which revels that the tourists agreed with this behaviour,
they will make curtailments in their trip duration due to the COVID-19 pandemic. 76.62% of
respondents agreed that is a behavioural change that will affect the duration of their trip. As per the
results, tourists who have planned a tour with a particular number of days at a destination may be
reduced or cancelled due to the threat of getting infected by COVID-19, as was proven from the data
analysis. This sort of change has been observed in tourists’ behaviour and perception due to the
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COVID-19 pandemic. The results of the study were also supported by previous literature (Maltseva et
al., 2020; Wachyuni & Kusumaningrum, 2020; Nazneen et al., 2020) which indicated that tourists
would prefer to shorten the time duration or cancel their tour due to the threat of getting affected by
COVID-19.
Other Predictable Behavior
Purchasing Power
Another expected trend is a reduction in the amount of money set aside for vacations. The economic
crisis brought on by COVID-19 will have an impact on purchasing power. Tourists will try to decrease
their travel expenses as a result of the economic crisis, according to the results of the open-ended
question, either by picking more affordable destinations, seeking special offers, or shortening their
stay (Table 2). This is a common and well-documented pattern of behaviour following a financial
crisis. Consumers develop different attitudes after an economic crisis, according to Bronner and De
Hoog (2012), savings, new ways of spending money, changing travel planning techniques, and
changing consumer practices. Such a shift could help to stimulate domestic tourism and strengthen
customer loyalty. Travelers will save money on transportation, which is especially important given the
possibility that plane rates will rise once flights begin. Ticket prices could rise by 50%, according to
projections from the International Air Transport Association (IATA).
Environmental sensitivity
Tourists are becoming more environmentally sensitive as a result of the pandemic. Travelers say they
wish to travel in the future in a more "ecological," "responsible," "minimalist," and "nomadic" style,
according to the responses to the open-ended question. These are the major adjectives used to describe
their greener tourism objectives in the future. People's sensitivity to ecotourism and support for outdoor
activities is expanding as a result of the health crisis. (Wen et al., 2005) noted the appearance of similar
behaviours in the aftermath of the SARS (severe acute respiratory syndrome) epidemic. A rise in
environmental consciousness could lead to an increase in ecotourism demand. Ecotourism is
anticipated to grow increasingly popular in the future. As a result, it is important for destinations in
this growing market segment to think about the huge pressures these places might face and make sure
that development is reasonable and environmentally conscious.
The Information Seeking Process
Tourists also stated a desire to study more about the travel destination and keep up with current facts
before making a final decision regarding their future trip (Table No. 2). It is critical to provide tourists
with clear, accessible, and up-to-date information in order to attract them and influence their judgments
(Lehto et al., 2008). After such a global panic, it is conceivable for a destination to act and influence
the mental representations connected with its area through a great amount of advertising and marketing
in order to attract tourists and restore their confidence. Indeed, extensive communication strategies are
required to combat the numerous misunderstandings that can arise in the aftermath of disasters
(Carlsen & Hughes, 2008). Following the SARS pandemic, various Asian destinations (Singapore,
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Thailand, Vietnam, and Hong Kong) developed a policy of focusing on, promoting, and distributing a
safe and responsible country. This method has allowed them to restore a stereotype-plagued image and
re-engage visitors (Avraham & Ketter, 2017). The image that a destination projects is a major deciding
element (Chon, 1990). Tourist managers should try to communicate more through many different
channels as part of their plan to be more resilient.
Traveling in the Off-Season
The last likely tourist behaviour highlighted by this survey is travelers’ desire to avoid travelling
during peak season. Table 2, which could be due to a number of variables noted in the study, including
a desire to avoid crowds and, possibly, the high cost of travel at this time of year. Tourist management
should make use of this potential travel period orientation as a windfall to mitigate the negative
consequences of tourism seasonality. These are primarily economic in nature and have an impact on
corporate profitability (Pegg et al., 2012). The desire to travel during the off-season (a push factor)
exists, and tourism management should consider the following techniques to attract additional tourists
(pull factors): Increase marketing efforts and improve offer structuring with season-specific packages
of one-of-a-kind experiences.
Strategies for sustainable and resilient recovery of the tourism industry against COVID-19 for
J&K
As can be seen, the current crisis will take a long time to pass, and the consequences will be severe.
Our paper has six ideas for destinations to think about when they build their structures so that they can
deal with the aftermath of the pandemic and be ready for any unplanned disasters in the future.
1 - Don't compete on pricing
Price competition should be avoided. When asked what the main reason for not travelling for pleasure
was, studies have revealed that few respondents said money. Tourists' key concerns are less congested
sites and improved healthcare systems. Destinations should not use price competition as a major way
to stand out in order to attract tourists in the next year.
2 - Rethink and rebrand your tourism offering
Tourism should be redesigned and redefined. Tourist preferences and behaviour have shifted. Make
sure the destination's brand strategy stresses how desirable and safe it is. The product offering must be
modified to meet the changing expectations and demands of tourists. Tourists will be on the lookout
for new attractions with less crowded areas and good sanitation systems. Smaller places will be able
to draw tourists as well, providing a balance and preventing crowds from flocking to major
destinations. Previous tourist strategies must also be reviewed because they may be outdated. The goal
is to create a long-term, sustainable approach that shows visitors that the location is prepared for any
unexpected incidents.
3 - Extend your sphere of impact and data collection
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Extend the reach of your impact and data. Government activity is at the heart of how people see
destinations, and it will play a key part in their promotion. DMOs are responsible for tracking and
measuring public perceptions, government actions, activities, and policies. Tourist preferences are
influenced by these perceptions when choosing a destination. It is critical that they collaborate to
incorporate high-quality healthcare for anxious visitors into their offerings since this is becoming
increasingly valuable. Governments and DMOs can start reviewing their brand-nought and tracking
digital identity to avoid further damage in the event of future crises. The brand strategy must be taken
into consideration as the foundation for its ability to respond quickly.
4 – Make changes to your current structure
Prepare a crisis management strategy. DMOs must have a team or plan in place that is capable of
adapting, analyzing, and responding to a new normal or any emergent crisis. Fear and uncertainty will
increasingly play a role in tourists' decisions about whether to visit or not to visit a country.
5 – Availably of covid-19 Vaccine at famous tourist destinations
The Covid-19 has created a threat in the minds of tourists and has impacted on their behaviour, which
has led to a behavioural change in selecting the destination for vacation. So, to mitigate this threat in
the minds of tourists, the government should make it possible that the COVID-19 vaccine is available
at each health centre near a famous tourist destination, so that it will create a good image in the minds
of tourists and they will choose Jammu and Kashmir for their trip as safe destination.
6 – Permit only vaccinated tourists to visit famous destinations in J & K
As per the results of this study, tourist’s behaviour has changed a lot regarding the destination carrying
capacity concept, which is related to the crowdedness of the destination. Tourists will prefer those
destinations which are less crowded because the more crowded a destination is, the greater the risk of
getting infected with COVID-19. So, it would be a great imitative if only vaccinated tourists were
allowed to visit the famous destinations of Jammu and Kashmir to reduce the threat of getting infected
by non-vaccinated tourists.
CONCLUSION
The pandemic is having an impact on travel plans as a result of the global hysteria induced by COVID19. As a result, tourism industry stakeholders must be resilient and determine how to overcome all of
the doomsday forecasts. The goal of this study was to present an exploratory review of changing visitor
behaviour in a vulnerable community. One of the goals of this study was to forecast potential changes
in travel behaviour in the aftermath of the COVID-19 health disaster. Understanding shifting tourist
behaviour serves as a backdrop for developing strategies and activities that will help the tourism
industry recover. The findings of this study could potentially be used as a springboard for destination
marketers and crisis managers looking to recover from this disaster. A total of nine potential
behavioural alterations were detected in the study. These findings are consistent with earlier research,
which has shown that tourists are sensitive to disasters. Statistical analysis revealed that the study's
nine variables were significant predictors of future intention to change. As a result, COVID-19 will
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have an impact on travel behaviours. People will avoid travelling in groups and being surrounded by
others. They'll also steer clear of the dangers of travelling without travel insurance. The public's
attention has been drawn to the issue of hygiene and health as a result of this pandemic. The host
destination's hygiene and health conditions will become major determinants in travel decisions. People
who work for tourism businesses (transportation, lodging, catering, and tourist attraction facilities)
should improve their hygiene standards in order to regain the trust of their customers.
Limitations and Future Research Recommendations
This study has some flaws, one of which is that there is always a gap between intentions and actual
behaviour (McKercher & Hui, 2004). As a result, it is critical to perform future consumer psychology
research in order to better understand and forecast the direction in which behaviour change will occur.
Furthermore, future studies will enable a better understanding of the crisis' (Covid-19) impact on travel
intentions (identified) and actual behaviour (that will occur). Second, the goal of this study is
exploration, not generalization; the goal of this publication is not to determine the impact of COVID19 on tourism behaviour in a larger population. As a result, the sampling technique chosen for this
study is non-probability sampling, which implies a lack of representativeness and limits the
generalizability of the findings. It is therefore recommended to conduct a probability-based survey of
selected respondents for a more credible and broad interpretation. Other behaviours that were not
discovered during this investigation may be revealed in the context of future studies. Finally, internal
factors such as socio-demographic factors (Beerli & Martn, 2004; Chebli et al., 2020) influence
tourism behaviour (age, gender, origin). As a result, researching the behaviour of each segment
separately in future studies will enable managers to act more specifically in response to expectations
based on age, gender, and origin. Recovery measures could be more regulated and targeted to guarantee
optimum effectiveness as projections become more precise, better defined, and better understood.
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